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INTRODUCTION 
The author's ·intention in writing this thesis is to 
show the role of Public Relations as it is presently under-
stood and practiced by members of the Smaller Business 
As sociation of New England. 
Many of New England's largest industries have left 
this area for lack of economic incentive to remain. Thus 
the small businessman of today has become the backbone of 
the New England economy. His use of Public Relations as a 
tool of effective management is of significance both to 
New England and to the Public Relations profession. This 
study should be of special interest to the Education 
Committee of the Public Relations Society of America. 
This report presents a representative picture of Public 
Relations practice among the smaller businesses of New England. 
It is hoped that its findings and recommendations will be 
a ccepted by the Smaller Business Association of New England 
as a means to fuller use of the tools of Public Relations 
for the benefit of New England and its economy. 
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Study Procedure 
A.. Methods to be used: The companies to be studied would 
be selectedJ with the advice of the Executive Secretary 
of the Smaller Business Association of New England on 
the basis of: 
(1) Acces~bility for the writer. 
(2) An indication of the willingness to cooperate 
in the study. 
(3) An indication of being fairly representative 
of the companies in their industrial groups. 
(4) Industrial groups to be limited to largest 
ones within the Association. 
(5) Interviews with the Executive Director of 
Smaller Business Association of New England. 
(6 ) ~uestionnaire directed to companies to be 
studied. 
(7) Personal interviews with each company manager 
or general manager. 
(8) Personal interviews with various executives 
responsible for Public Relations functions 
in each company. 
(9) Analysis of factual data gathered . 
(10) Conclusions and recommendations to be derived 
from the analy~is. 
B. Sources to be explored: 
(1) Analysis of textbook material on management and 
Public Relations for small businesses. 
{2) Textbooks on association Public Relations. 
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(3) Trade and association magazine journals and 
papers. 
(4) Questionnaire 
(5) Analysis of membership of Smaller Business 
Assoc iation of New England. 
I have chosen my sample from three types of New England 
industries in order to obtain a representative cross-section 
of Smaller Business Association of New England membership. 
I) Banks 
II) Industrial and Investment Companies 
III) Manufacturing Companies 
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Suggested Questionnaire for Industrial Interviews 
1. What do you consider Public Relations to be as 
interpreted by your particular company? 
2. What company officer, by title, handles Public Relations 
in your company? 
3· In this assignment a separate position or if not what 
other duties are also handled by this individual? 
4. If Public Relations is considered to be a separate company 
expenditure what cost items enter into its appropriation? 
5· If not considered separate, under what company expenditure 
would Public Relations cost be placed? 
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6. What percentage of annual budget would you assume is 
planned for your company's Public Relations program? 
7· What does your company i~tend to gain by productive Public 
Relations? 
8. Do you feel that there are problems that a different type 
or larger scale Public Relations program might solve for 
your business? 
9. Please specify the nature of these problems and if possible 
your proposed approach, from a Public Relations viewpoint, 
to these problems? 
10. How do you as a member of Smaller Business Association of 
New England feel that future Public Relations programs, by 
companies and by your group organizations, best serve 
Industrial New England? 
CHAPTER I 
PRECIS 
The interpretation of Public Relations by selected 
members of the Smaller Business Association of New England 
is almost as diversified as the organization's membership. 
Thi s is a favorable indication in that the association is 
. 
composed of many different types of businesses. Because of 
this a discussion of Public Relations offers many avenues of 
approach to a common end. 
Public Relations o?jectives often are implied goals 
rather than being clearly specified. In many companies the 
expression "public relations" had a vague meaning, so vague 
in one case that a member's reply to the writer's query was, 
'
10h, you mean how to make more money?" There seemed to be a 
direct relationship between the size of the company and the 
emphasis placed on Public Relations. The larger companies 
were quite concerned about their relationships with the public 
and were constantly striving to improve it. In the gmaller 
firms, the concept of Public Relations seemed less well 
defined. 
The ASsociation adheres to the definition of Small 
Business as applied by the United States Senate Small Business 
Committee. This specifies the small businessman to be one 
employing 500 or fewer people. While the comparative size of 
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the particular company in its own industry is the most import-
ant factor in characterizing a business as "small" it is not 
used by the membership committee of the Smaller Business 
AEsoc iation of New England. If a business is small in number 
of employees but controls . a large segment of ~ts particular 
market in a particular area it cannot, in conscience, be 
mnsidered a small business. 
When this writer undertook this thesis it was his 
impression that most members of the Smaller Business Associa-
tion of New England would have some conception or show some 
evidence of active public relations practice. This proved 
to be a decidedly unfounded assumption. 
It was very difficult to find a sufficient number of 
members with any appreciable public relations conciousness 
to represent a sample of the group. A representative cross-
section predicated on size was impossible because the truly 
small operator has no organized concept of public relations---
even when the term is considered in its widest interpretation. 
Therefore, my sample was almost, by neccessity, a horizontal 
rather than the preferred vertical one. This comment is 
intended . to show the obligation that this association has 
assumed by offering membership to a group whose majority is 
almost totally uninformed on the. role or importance of public 
relations. 
The many aids specified by other small business associa-
tions are in dire need in New England. The problem here in 
New England centers on two points, namely, management and 
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money. The present Executive Secretary o~ S.B.A.N.E. 
considers public relations to be "~oolish" and there~ore 
appears to be reaping his reward o~ poor relationships with 
his many publics. Since membership has decreased steadily, 
a de~eatist attitude is becoming more apparent. The Smaller 
Business Association of New England is not a government 
agency and must look within the walls o~ its own membership 
for proper leadership and methods o~ raising money for pro-
ductive public relations activities. 
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CHAPTER II 
WHA.T IS SMALL BUSINESS? 
"3nall business is a field in which anyone may con-
sider himself an expert, and no one person can have an 
adequate grasp of the whole field." 1 This commentary 
succinctly states the public relations problem of the small 
businessman. Each one is a specialist in his own field and 
hopes, through group organization, to gain proper recogni-
tion as a dynamic member of the United States economy. 
Definitions of Small Business 
The Department of Commerce defines small business as: 
1) Any company employing less than 100 regular employees; 
2) Any company selling annually between $500,000 and 
$1,000,000; 
3) Any company having total assets of less than 
$250,000; and 
4) Any company having a net worth of less than $100,000 
The Senate Small Business Committee defines small business as: 
1) Any company engaged in production or manufacturing 
employing 500 people or less; 
1 Small Business: It's Place and Problems, A.D.H. Kaplan, 
Committee for Economic Development Research Study (New York: 
McGraw-Hill Book Co., Inc., 1948) p. 9. 
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2) Whose wholesale business net sales a.re less than 
$1~000,000 annually; and 
3) Whose net sales are not to be more than $250,000 
annually. 
Majorities of our people are convinced that it is 
the large corporations rather than the small 
companies which are apt to give the public the 
best radio set for its money; most likely to 
develop best inventions; most likely to pay 
best wages and most likely to give a man start-
ing at the bottom the best chance to advance. 
There are twice as many people who believe the 
country would be worse off if no business 
corporations were allowed to get any larger than 
1,000 employees as there are those who believe 1 the country would be better off if this happened. 
This commentary by a leading pollster indicates that 
t he countr.yseems not to have confidence in the small business-
man. The small operator can only compete if he is properly 
recognized. 
An interesting review of the membership of the National 
Association of Manufacturers showed that 82% of members have 
500 or less employees, 2.5% have 50 or less, 6.6% have 250 
2 
or less and only 10% have more than 1,000 employees. Kaplan 
states: 
1 The Public Looks At Big Business, Elmo Roper, from a 
speech at the Boston Conference on Distribution, reprinted 
in The Lamp - Standard Oil Company, New Jerse~, December 
1943, pp. 26, 27. 
2 
"Financing Small Business", #35, Economic Policy 
Division .Series of National Association of Manufacturers, 
December 1950. 
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Whatever progress can be made toward raising the 
level of management in small enterprises is that 
much gained toward a better performance for our 
economic life generally and serves to safeguard 
the continuance of small business ai a stimula-
tion factor in our economic scheme. 
1 Small Business; Its Place and Problems, A.D.H. Kaplan, 
p. 106. 
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A "Big Brother" Concept on Public Relations 
An example of an ideal relationship between 11big 11 and 
"small 11 business, which illustrates their interdependence. 
A 11big brother" concept of aid is offered by Butler 
Brothers of Chicago as a large business to its customers who 
are in reality, small business. 
Examples of service are: 
1. Assistance in the consideration of proper plant 
facilities for relocation. 
2. Supervision of store layout. 
3· Planning a financial program and an operational 
budget. 
4. Assistance in merchandise promotion. 
5· Window and store display service. 
6. Training and rating program for accounting 
and sales personnel. 
7. Periodic overall evaluation of operation. 
This concern for the small man with the limited budget 
has increased the prestige and sales volume of the large 
businessman. 
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A Revie¥T of Other Small Business Associations 
Despite its giant corporations, America still is the 
la.nd of the little opera tor. About 97% of all businesses 
registered throughout the United States can be considered 
1 
small. However, the value of organization has caused the 
formation of many . associations. · At this point we may con-
sider a fe1-1 of these groups to the extent that information 
on their structure and activity is available. 
The National Federation of Independent Business, being 
the largest association with a membership of 100,000, has 
conducted a very ambitious Public Relations program for small 
independent businesses. 2 This group has used many means of 
communication - direct mail, addresses before business, 
consumer and educator groups, personal interviews· and nation-
wide radio and newspaper campaigns. 
During a four year period the Federation sent over 
15,000,000 pieces of direct mail to businessmen and the 
general public. Full time Federation employees have held 
more than 4,000,000 personal interviews with business and 
professional men. The officers and executives of the 
Federation have made upwards. of 600 addresses before national , 
state and loca.l organizations. These activities have been 
1 Congressional g.uarterly, September 15, 1953· 
2 
"The Bulletin11 , National Federationof Independent 
Business, September 15, 1953. 
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of such importance and interest that they were widely 
publicized in the press and on radio. It was felt that 
because of this volunteered publicity an additional 
30,000,000 people were reached. 
The Federations' weekly coast to coast radio program 
has reached into upwards of 5,000,000 American homes, keeping 
the buying public fully informed on how local, home owned 
businesses contribute to community welfare. Following the 
radio program which was carried on for three years a weekly 
newspaper column, "Small Business" was launched. This tells 
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the story of independent enterprise to readers of approximately 
2,000 nationwide weekly newspapers. 
The Washington office of this Federation is quite busy 
with its lobbying activities, personal membership services 
and contacts with government agencies. Individual attention 
was given to hundreds of requests for advice and assistance 
on matters such as financial aid, unfair competition, govern-
ment directives and defense contracts • 
• Closest possible liaaon was maintained with House and 
Senate Small Business Committees. Much was done to improve 
the small businessman's chance of procuring defense contracts. 
Constant Federation pressure helped to establish a 60 man 
small business office in The National Production Authority 
and a Small Business Planning Section in the National Security 
Resource Board. 
A "one stop" information center at the Pentagon building 
for small firms has been established. Close li~son with the 
Pentagon building affords daily information on available 
government defense contracts. Federation policies are based 
on periodic polls of its membership. 
During last year the Federation became a permanent 
member of the Business Advisor.y Committee to the President 1 s 
Council on Economic Advisors. The Federation was called in 
to consult with the Reconstruction Finance Corporation Board 
of Directors on that agencies small business loan policies 
and practices. 
Such action clearly indicates the nat.ure of the job 
being done at the national and local level by the Federation 
for small business. Also, during the past year this organiza-
tion has maintained monthly contacts with all local Chambers 
of Commerce in every town and city over the nation with a 
population of over 2,000. In addition the Federation main-
tains regular contact with hundreds of state and local trade 
and professional organizations, supplying them with news of 
the organizations activities, planning, and accomplishments. 
This is why the National Federation of Independent Business 
is highly regarded, well known, and recognized by the nation 
as a true, effective spokesman for small and independ.ent . 
business. 
The Conference of .American Small Business Organiza.tions 
is a national organization of over 600,000 small business 
concerns. This group is represented on the Business Advisory 
Committee of the President's Council of Economic Advisors and 
on the President's Conference on Industrial Safety. Such top 
le~Jel representation assures its membership o:f being up to 
date on all developments concerning its welfare. 
A National Session., so called is held annually at 
Washington~ n. c. At these meetings every attempt is made to 
have representative congressmen attend sessions with their 
constituents. Members are requested to serve on a choice o:f 
committees. Each topic of discussion will be considered by 
a standing committee :for a resolution. Each resolution will 
be submitted to a Resolutions Committee and thereafter to the 
delegates in general session :for open forum discussion. A.t 
this point adoption or rejection by general session o:f 
membership is elicited. 
As an officially designated cooperative office o:f the 
U. s. Department of Commerce, and in close cooperation with 
the 3nall Business Administration c. A..S.B.O. is in an 
excellent position to be of practical and individual service 
to the overall problems. of the small businessman . . 
Information on pattern availability is provided to 
industrial members. Abstracts on a particular invention are 
provided without cost. This abstract states briefly the 
nature of the invention and defines its purpose~ e.g. 
1. If machinery, its construction and operation 
2. I:f chemical, its ingredients and mixture 
3. If a process, its technical operation 
This consultant ~ervice is certainly a productive phase 
16 
of the organizations Public Relations program. 
The American Association of &nall Business is a national, 
non-profit, non-political organization of all small businesses, 
professions and consumers, dedicated to the preservation of 
the American way of life: 1 
1. By protecting the United States Constitution and 
the Bill of Rights. 
2. By amplifying the voices of the people in 
legislative affairs through the ballot. 
3· By lobbying, legislative services in action. 
4. By .educating the people on the advantages of Our 
Free Enterprise Profit System. 
5· By special services to groups or individual members. 
6. By promoting proper influence in helping to protect 
the interests of our members. 
The Association sponsors The Washington News Bulletin, 
a daily service, and "free enterprise" a weekly letter beamed 
to the small businessman. A member of the association a cts 
as Public Relations consultant and is available to provide 
proper reports to its members on current and proposed 
legi~lation. 
Smaller Business of America has 1,000 members in Ohio 
and five eastern states. Policy is formed by a legislative 
1 
The Review, American Association of Small Business, 
Vol. VIII, Jan.-Feb. 1952. 
committee of top officials. The group issues a monthly 
bulletin and finances itself through dues. Lobbying to 
represent their particular interests is manifest in 
Washington. 
National Association of Independent Business--formed 
one year ago is newest of the small business groups. The 
Association states that it has in excess of 500 members and 
is growing rapidly. 
The National Small Business Men's Association -- this 
organization claims to be oldest and strongest of the small 
business groups. The Associations 12,000 members support a 
Washington lobbyist; annual trips to Capitol Hill and an 
educational program based on newspaper advertisements, radio 
and television programs. The obvious purpose of this educa-
tional program is to acquaint prospective members and the 
general public with the aims and problems of the small 
businessman. 
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A Decalogue of Public Relations Principles . 
The association executive can use most of the Public 
Rela t i ons techniques t hat are used by business and industrial 
companies. While he has the advantage of working with ideas 
rather than products he has a disadvantage of working with a 
cumbersome policy-making organization which is slow to act 
and often overly cautious. 
B ay of summary, let 
/' 11" \ pri~c ipa":t:"e;Jthat should guide 
his P·~:t"c Relations program. 
us look at some of the basic 
an association executive in 
1. Apply the Public Relations point of view to everything 
connected with the group, not only to the associations 
activities but the activities of members as well. Make 
and keep members concious of the effect of their policies 
and practices on public opinion. 
2. Set specific objectives for Public Relations activities. 
18 
Among them may be prestige, correction of false impressions, 
legislative influence, trade promotion, and many others. 
3. Select a media and techniques most likely to accomplish 
the objectives. Use the methods that reach the most 
important audiences with the most important ideas. 
4. Tie the association~ campaigns in with current news 
developments and with the activities of other grou!)s. 
5· Seek to make the association the fountainhead of informa-
tion about the group it represents. Have at hand the 
information required to answer the most common questions 
about the business, industry or profession, and 
cooperate generously with editors and writers. 
6. Remember that this is an age of pictures. Place special 
~1phasis on telling the associations stqry visually -
in illustrated pamphlets or comic books, motion pictures, 
slide films, television, demonstrations and playlets, and 
photographs for newspaper and magazine publicity. 
7. Adapt the associations story to specific audiences. Link 
it to the listeners present ·knowledge and interest, and 
to his motivation for knowing the association's story. 
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8. Be affirmative and constructive. Avoid negative approaches. 
It is seldom necessary to be defensive in association 
Public Relations. With ingenuity, a "defensive" program 
can be made affirmative and co~structive.l 
1 
Association Management, John c. Patterson, Harper & 
Bros., N.Y., pp. 184-185. 
Small Business Administration 
Ninety-seven per cent of American businesses are small. 
It is for this reason that the Small Business Administration 
has been organized as an arm of the United States Government 
to aid the small operator. 1 This organization has replaced 
the earlier formed Small Defense Plants Administration. 
In New England a Public Relations Director has recently 
been assigned to the regional Small Business Administration 
office. Since 92% of New England business is small the need 
for such service is obvious. 1 His basic duty is to inform 
small businessmen of New England of the opportunities that 
may be afforded to them by government assistance. Speaking 
engagements are being set up at civic functions and fraternal 
club meetings. It is this representative's feeling that the 
average businessman has little, if any~ concept of the 
assistance that can be rendered by the Small Business Adminis-
tration. Government guaranteed loans may well be the answer 
to those businessmen in need in New England whose balance 
sheets do not satisfy the cautious local bankers. 
A product Evaluation Specialist has been made avB:,il~ ' 
20 
able to New England businessmen by the Small Business Administra-
tion. His duties are to assist the small operator who has 
an idea for a new product but lacks the financial support. 
The idea or product will be frankly discussed in order to 
evaluate its merits properly. If it is considered sound, 
2 Boston Sunday Post, Emmet Manning, 2-17-52, p. 65. 
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a meeting will be arranged with .a local manufacturer who is 
looking for a new product. In this manner the Small Business 
Administration acts in the role of a clearing house in that 
the man with the idea may join forces with the man with the 
money . Arrangements for profit sharing are made and another 
business thereby developed or perhaps s~ved by this assistance. 
CHAPTER III 
CASE STUDIES 
Bank #1 
It was felt by the Vice-President in charge of public 
relations that the greatest need in banking circles today 
is to properly educate the banking public. Much money and 
talent is being used to erase the long established feeling 
that banks are austere buildings filled with cold hearted 
people who are to be approached only as a last resort for 
financial assistance. 
The message that banks are attempting to tell the public 
is that they are friendly people not unlike your next door 
neighbor and perhaps beset by the same problems as that 
neighbor. This humble description of a very costly world 
Wide banking effort is paying generous dividends. The old 
fixed attitudes based on generations of fixed opinions is not 
expected to change quickly. However~ many types of public 
relations have done much to date to gain the confidence of 
their depositors and investors. We may now consider the 
structure of the public relations department of Bank #1. 
Social entertainment of the banks clientele is the basis 
of its public relations program. This entertainment is offer-
ed to depositors with a balance of $10~000 or over. The 
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credit officer of the bank acts as contact person. The 
bank's philosophy is that this group is apparently secure 
financially. Their potential is thought to offer much 
larger bank accounts. It is assumed that depositors with 
this amount of money may desire many of the diversified ser-
vices of this bank. These depositors are contacted socially 
once a year. Whatever their choice of entertainment may be, 
the bank's public relations representative feels that he can 
provide an enjoyable occasion. If it is known that the 
depositor is a baseball fan he is taken to a local game, 
followed perhaps by cocktails and dinner. In this social 
interlude the bank representative wonders if his bank is 
performing the desired services for the client in the most 
satisfactory manner. He inquires if there are any questions 
on services other than that which he is receiving from the 
bank. Should the account request specified assistance it is 
prepared and submitted by a bank technician. In essence we 
may assume that the public relations approach is simply and 
successfully an attempt to gain new business. The public 
relations person provides the liason between the account and 
the bank. 
Bank #1 until recently sponsored a service called 
"results from research'f which compiled answers to questions 
requested by the customers of the bank. This service would 
offer answers on many subjects that might be of interest to 
the inquirer. Since it was general information and not 
restricted to banking it was quite popular. However after a 
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period of a few months only about 2% showed sustained interest. 
Since this courtesy service was not well received it has 
been discontinued. 
Bouquets are sent to wives of holders of large accounts 
on promotions of the husband and on other occasions. This 
kindly thought transmits the feeling of personal interest of 
the bank. 
A business development board is sponsored by this insti-
tution. It is composed of three vice-presidents whose task 
is to plan strategy to attract new business. 
Great stress is placed on new branch openings. At a 
recent branch opening 100 persons from that area were 
personally invited to be guests of the bank. This group 
was selected on the assumption that they were carrying 
accounts of. $10,000 or more in other banks. It was felt by 
the business development group that this personal solicita-
tion gained many new accounts for that branch. In addition 
to those personally invited 12,000 people within a 2 mile 
radius of this branch were contacted by written invitation 
to attend open house. The factor of convenience was a strong 
selling point. Favors and souvenirs aptly inscribed "your 
local bank'' were· used to full advantage. 
Letters commemorating the date of initial business con-
tact are sent out each year to selected accounts. Christmas 
cards are sent to this same favored account section and are 
signed by the bank officer most closely associated with the 
client. Another progressive service is that of the final 
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withdrawal interview. This takes place when savings are 
withdrawn for transfer or plans made for other banking services. 
Whenever a public relations representative personally dis-
cusses th.e client's terminating banking services quite often 
a frank discussion of a discourtesy or misunderstanding will 
retain a valued customer. From thepoint of original solicita-
tion to its everyday routine service this bank attempts to 
anticipate the clients every need. 
Anticipated Results 
This bank vice-president stated quite frankly that they 
were looking for one simple result -more business. The 
twin goals of business, prestige and profit are usually 
synonomous in banking. Great benefit is anticipated by the 
removal of the age-old stereotype thinking on the banks 
place in industrial society. This transitio'n was not ex-
pected to come quickly. Bank #1 considers each member of 
its organization an ammisary with a specific message to 
deliver. Since this bank has but one commodity to ·sell, 
service, it readily recognizes t he value of all practical 
media. 
Budget Allocations 
Since public relations is considered a process rather 
than a project there is no specific allotment for this expense. 
The new business department does not specify its cost for 
new business solicitation, courtesy services or entertainment 
to present clients . 
Community Responsibility 
Many staff people aid throughout the year in community 
welfare programs. Also gaining many hours of assistance are 
the Boy Scouts of America and Y.M.C.A 1 s. 
Professional PSfiliations 
This bank is a member of Financial Public Relations 
Association of knerica. Details on this organization offered 
in presentation of Bank #2 . 
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Bank #2 
As was shown in discussing Bank #1, due to increasing 
competition for banking services much attention must be given 
to the problem of "humanizing" the bank. The effort to make 
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a corporate entity human is not an easy one. It is burdened 
constantly by the problem of reaching many social levels since 
banks' only product, money, has many owners. This theory is 
translated into Public Relations shows a concerted effort to 
add a personal note to all relationships with the depositor. 
Since the depositor is the stockholder of the ba.nk he must 
understand the nature of his investment. This problem is 
multi-lateral; its solution burdened by many probloo1s. Banks 
are limited by law and such must devise their Public Relations 
programs within the area of a carefully written and stringently 
enforced bank charter. Since all banks may offer the same 
services,individual relationships with the depositor are the 
key to greater success. 
Recognizing the importance of Public Relations, Bank #2 
has a department so valued that it warrants a vice-president 
in charge of its operation. This offers contact and respect 
at the policy level and permits extensive services to be 
offered. The Public Relations duties are subdivided into 
three parts: 
1. Advertising 
2. Organizational Contact 
3. Employee Communication 
1. Advertising 
All aspects of the advertising department are handled 
\fi thin the bank. Material is processed from the discussion 
level to the completed product. This may be a calendar, 
brochure, leaflet or annual report. Outside aid other than 
the printing process itself is not found necessary. 
2. Organizational Contact 
This division is beset by the problem of encouraging 
large industry as well as the small investor to use the 
services of the bank. Contact by the bank might well range 
from an appointment with the president of a new business 
loc~ting in New England down to the commemoration of the 
anniversary of the small depositor 1 s first contact vTi th 
the bank. Regardless of the approach good will gained by 
understanding of the bank remains as the ultimate goal. In 
such a \fay all new potential business is treated the same in 
principle; the difference being in degree or kind of service. 
The contact representative will attempt to meet the desired 
nevT account under informal circumstance. Such meetings 
facilitate easier relationship. At this point there is no 
formal presentation of business suggestions or banking ser-
vices. This first meeting will be followed by a request at 
a later date for a business appointment. It is hoped that 
in the interim the con tact representa t:t ve has gotten some 
I 
information on the individuals financial position in order 
to judge in what way the bank can best serve his individual 
needs. 
28 
3. Employee Communication 
A nevrspaper is published monthly to integrate employees 
and management. This publication interprets new plans end 
policies to employees and also covers in f ull detail all 
29 
social activities or announcements within the staff. This 
process of becoming informed multiplies the number of Public 
Relations emissaries within the bank. It is the feeling within 
the bank th.at 11 We do not employ our tellers, but we educate 
them." Such education means a post-graduate course in 
courtesy. Tellers are promoted from within the bank and 
would not have been hired in the first place if they had 
failed to pass its Chesterfieldian standards for manners. 
The bank has more than 15,000 depositors and a regular 
teller is expected to recognize about 1,000 of them by name 
This method of asserting personal recognition does much to 
pe~sonalize the banking relations~ip. 
A description of some of the detailed services. of this 
bank will allow proper evaluation of its Public Relations 
thinking. The contact representative when soliciting new 
business acts only as a liason man between the bank and the 
customer. If technical assistance is warranted a banking 
specialist in that particular field is then introduced to 
the client. This offers the client the feeling that serious 
consideration is given his every inquiry. While Public 
Relations provides business solicitation technical banking 
skills handle the details of the desired service. 
Bouquets or other such gifts are sent to accounts of 
more than $10,000 on such occasions as promotions in business 
or other important events. Personal invitations are sent by 
the bank president to visiting dignitaries who are to be in 
Boston for any length of time. These invitations are enclosed 
in canvas bound covers and offer within their folds a pic-
torial review of New Englands earlier ships. This bank trades 
heavily on New England tradition. It is used as a timely 
symbol of years of satisfactory service to five generations. 
Community Responsibility 
Members of the Public Relations department are active 
in Community Fund Work. The employees are encouraged to 
take part in community activities. It is the banks feeling 
that its prestige is further enhanced by community interest · 
type activity by employees. 
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The executive committee decides on contribution policies. 
New Requests are screened by this group in order to determine: 
1. The ligitimate ne,ture of the request 
2. If acceptable, the amount m be given. 
There is not a specified figure allocated for Community 
contributions as periodically a review of these benefactors 
may change the pattern of contribution. 
The fair Share plan which is used nationally by industry 
is invoked to determine the amount that the bank may expect 
from employees. While contributions are voluntary it is 
hoped that accepted practices will be properly recognized. 
The Christmas party held annually is the highlight 
of the social season. Sporting teams from all departments 
have done much to strengthen the bond between all members of 
this institution. 
Anticipated Results 
The obvious result desired from this organized Public 
Relations program is more business. As this is accomplished 
a correct appraisal of the banker and his place in our 
society will result. 
Budget Allocation 
There is no · set allocation for advertising or Public 
Relations budget. 
Professional Affiliation 
This bank is a member of the Financial Public Relations 
Association of America~ which is a nationwide organization 
acting as a meeting house for banking problems. The home 
office of this organization has a paid staff that advises 
on individual Public Relations problems in its member banks. 
Annual conferences of one weeks duration are offered to 
members so that they may exchange ideas on banking procedures 
and problems. At this conference there is no competition. 
Here are assembled bankers who with sincerity of purpose 
hope that they may benefit from their fellow members 
experiences. 
Four copies of all bank advertising is sent to this 
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home office for review and suggestion. It is necessary to 
request criticism on a proposed program before it will be 
offered. Information and instruction may also be obtained 
on handling branch openings, planning dinners and other such 
banking occasions. This bank also benefits by membership in 
the Financial Advertising Association of New England. 
The Vice-President in charge of Public Relations is 
a director of the Smaller Business Association of New England. 
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Company A. 
Public Relations is thought . to be proper product 
merchandising. This company feels that much promotion must 
be done between product construction and point of sale. In 
order to get proper publicity and advertising a New York 
Public Relations firm is retained. Stockholder relations is 
handled by thecompany from headquarters in Waltham. This 
consists of communications of many kinds. Each month a copy 
of newly considered products is sent to stockholders with 
requests for suggestions on products. Although this 
reaction does not govern product selection it is highly 
respected. Another stockholder communication is the 
quarterly report. This stresses the position of the company 
in the present market for the present and general outlook. 
A question and answer service is maintained to answer any 
stockholders inquiry. 
Company expansion and product development are afforded 
strong publicity in the local and eastern papers. This is 
felt necessary to gain prestige in the National market. Local 
news issues would be handled by the President of the company •. 
About 8% of budget is planned for Public Relations and 
advertising. 
While there are four plants widely separated there is no 
company paper. It is the companies feeling that they do not 
need such a medium. There is no organized form of liason 
between the four branch operations. The concentration in 
this case is definitely on external Public Relations. There 
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appears little interest in or evidence of Internal Public 
Relations. 
Anticipat·ed Results 
The company president feels that better understanding 
of the nature and scope of t he operation should bring better 
sales volume. This external interest has increased volume. 
Community Responsibility 
The president of the organization takes part in Charity 
Fund Work. The prestige factor motivates his interest. Four 
points of gain are cited by his community participation. 
1. Products are better known - by speaking at Rotary 
Clubs and other civic functions he feels that his products 
become better known. While he does not attempt to promote 
them, per se, reference is made occasionally to new company 
ideas. 
2. Sto~kholder Relations - It is hoped that more 
people will be interested in buying stocks in his company if 
they have a chance to meet its president~ At stockholders 
meetings the President enters into lengthy discussion of the 
company and its future. 
3. Community Fund Work - He takes part in community fund 
work and encourages his fellow employees and management to 
do so. He would be interested in knowing how active and in 
what capacity his employees were active. The company treasurer 
decides how much money will be given to various fund appeals. 
A. set allocation is made annually and apportioned according 
to ascribed importance. 
While this businessman favored educational endowments 
he felt he could not afford the cost. Their facilities 
are offered for training to students from Harvard Business 
School. 
Bowling teams have been formed to generate company 
morale. This team is active in Inter-Industrial .competition. 
An annual banquet is held for employees at which sports. 
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While this businessman favored educational endowments 
he felt he could not afford the cost. Their facilities 
are offered for training to st~dents from Harvard Business 
School. 
Bowling teams have been formed to generate company 
morale. This team is active in Inter-Industrial competition. 
An annual banquet is held for employees at which sports . 
awards are given out. 
Budget Allocation 
The retainer fee of the New York Public Relations firm 
is only specified budget item. This figure is not to be 
publicized. 
Professional Affiliations 
President is active in trade groups and is a director 
of the Small Business Association of New England, consultant 
to the Federal Small Business Administration. 
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Company B. 
Company B employing 100 people considers Public Relations 
as a simple step. That is, sell them quality and sales value 
will follow. This idea of product acceptance was his descrip-
tion of Public Relations. 
Free engineering service is offered to his customers by 
this foundry owner. His operation is essentially between the 
raw product and manufactured stage. This companies engineers 
assist by studying design and make-up of the product vThich his 
company molds in its foundry. 
The public is invited through local news items to 
attend "open house" to acquaint them with the nature and 
scope of the enterprise. The owner personally invites each 
new account to tour his plant. His thinking is that the more 
informed his customer is the greater is the likelihood that 
his foundry may be of additional use. 
A local advertising agency has been retained in order 
to pl"Oduce more forceful advertising. A brochUl"'e is no"if 
being made up mainly of pictorial layout stressing almost 50 
years of successful operation. It was thought that the company 
would be in a key position to place ne11s i terns competently by 
retaining an agency. 
For business prestige the company trades heavily on the 
fact that the owner was an advisory representative to the 
U.S. Gwernment on the Non-Ferrous Metal Trades. In addi-
tion to this he is active now and is past president of the 
Non-Ferrous Society. This is a trade organization that meets 
vTeekly or monthly to di scuss current problems or new 
method s of pr oductions. 
A Public Relations problem that this businessman was 
concerned uith was consumer reaction to his product. He 
also vTondered about lost accounts . 
Inter na l Public Relations 
Employees are assembled periodical ly to discuss ne1-t 
projects or policies. This procedure of keeping the 
employees informed has produced the ntea.m concept 11 in that 
they do no t feel that they are only machine t enders. Turkeys 
are given on Christmas and Thanksgiving to further develop 
thi s t heme. 
Throughout the various depar tments the demerit system 
is used to recognize service and performance. Christmas 
bonuses are given to most satisfactory employees in each 
di vi s i on. 
Subscriptions to safety code and employee morale 
literature material is posted throughout plant to increase 
employee morale. Bulletin boards are used extensively t o 
inf orm employees of ne\f policies . 
Pro f essional Affiliations 
This company is very active in trade,associations, 
company president is a director of S.B.A.N.E. He has a c ted 
a s a dvisory representative to U. S. Government on Non-Ferrous 
Trade Societ y. 
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Conm1unity Responsibility 
The owner of the company favored united fund appeal 
for community betterment and has for many years been active. 
It 1ms his feeling that his type of employee was not interes ted 
in taking an active part .in community fund work. Ho1-rever 
they give generously when solicited. 
Anticipated Results 
Owner felt that through pl"•oper advertising his business 
volume would increase. Open house is intended to show the 
general public the nature of the business and perhaps to 
develop indirectly, as a result of understanding, greater 
business volume. 
Budget Allocation 
Five thousand dollars vras the annual expenditure for 
advertising. This was for institutional advertising. No 
other expenses were considered as Public Relations. 
Company C. 
Good Service is this employer's definition of Public 
Relations. Fair prices and coUl"teous relations are thought 
to be the ingredients of successful relations with customers. 
News releases are handled by the company president. 
Policy discussions or announcement of employee benefits are 
also released by the president through the medium of bulletin 
boards. 
The company feels that great sales benefits are obtained 
by advertising in trade journals and magazines. 
On the internal side there is no contact with 
employees other than the annual outing. The superintendent 
is charged with the responsibility of hiring new employees 
and releasing present employees. If the superintendent 
deems a problem important enough to discuss with the company 
president he may do so. This discretion is left to this one 
individual. The employer stated that he has implicit faith 
in the judgment of his superintendent. In other words, the 
only liason between owner and 150 employees is the plant 
superintendent. Exit interviews are used to determine why 
a man leaves the company. There are no records kept to 
explain the reason for employee termination. 
Anticipe,ted Results 
Greater sales volume is expected by extensive insti-
tutional advertising. 
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Cornrnunity Responsibility 
President and vice-president are both very active in 
trade organizations. Company president is a director of 
the Smaller Business As soc ia tion o.f New England. Conununi ty 
Fund activity has benefited by services of all members of 
this small management. There is an annual budget allowed 
for general contributions. The ~ount to be given to each 
cause is decided by the president and treasurer. As new 
requests are made they are cleared with local Better Business 
Bureau . If they seem legitimate they are apportioned a 
determined amount . 
Budget Allocation 
There is no set budget for Public Relations or advertis-
ing. The feeling of management is that yearly differences in 
market conditions require re-appraisal of advertising budget. 
Professional Affiliations 
Both president and vice-president have been active in 
the National Metal Findings Association and as ·,president of 
local Manufacturers Jewelers Association .. . 
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Company D 
Upon inquiry as to what his company considered Public 
Relations this president responded, "It is the responsiblity 
of the company to maintain proper attitude toward the 
community to put across the idea that the company wants to 
be a good neighbor." Company policies and its treatment of 
personnel are intended to reflect respect for the individual. 
Newspaper releases are handled by the company president. 
This would be to announce promotions, new ~roducts or plant 
expansion. Institutional advertising is handled by local 
agency because the president feels his comps,ny would be 
better served by having a retained agency rather than an 
employed Public Relations man. His feeling was that the 
agency could handle more material and place it more 
strategically than could an employee of his company. 
The company personnel manager handles Union and Labor 
relations because the president felt this individual best 
qualified. This person has also the responsibility of 
discussing employee benefits and complaints. If they cannot 
be resolved at that level they are then taken by personnel 
manager, at his discretion, to the president for a decision. 
The company has a grievance committee that meets with 
Union representative to discuss current problems; This 
group is composed of management and selected employees. The 
president felt that employees do not understand their many 
union benefits. 
The sum of $16,000 was last years appropriation for 
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advertising. It was spent on trade magazines, papers and 
calendars. It was felt by management that their greatest 
advertis i ng value could be attained on a national rather 
than local J,evel. Plant bulletin boards are used to shovr 
news-clips pertinent to that industry or company items of 
interest and importance. 
As this thesis will show the concentration on sales 
media as part of a Public Relations program depends on the 
benefits gained in local or national market. 
Anticipated Results 
This company feels that through Industrial Advertising 
they will get volume business. Through local civic interest 
the company hopes to be considered the good neighbor, thereby 
developing "Prestige & Profit". 
Budget Allocations 
The advertising figure of $~6,000 for last year was the 
only figure considered as a definite expenditure. 
Community Responsibility 
This company is active on the management level in 
comn1unity benefits because it is felt worthy and aids company 
prestige. The president represents the company as a member 
of city civic organizations. He encourages but does not re-
quire his employees to take part in community programs. It 
wa s his feeling that shop people do not usually show interest 
in such work. However he hoped he was setting a good 
example. 
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Professional Affiliations 
The president of this organization is a director of 
the Smaller Business Association of New England; also very 
active in trade associations. 
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Company E 
Direct mail advertising is the considered key to 
successful Public Relations. This ms,iling is primarily to 
construction engineers informing them of their products, sales 
features and prices. It is assumed that if you truly represent 
your product in a competitive market, success will follow. 
An important note was sounded by this president when he 
stated that his product, rock quarry, was a stable item and 
its sales volume not helped by an organized Public Relations 
program. He added that in the rural area where plant is 
located, there is no need for community relations. His 
customers buy by price and need no incentive to do so. 
However, they have "open house" often for the general public 
of neighboring cities and construction engineers. 
It is apparent that employee morale is good becaus~ by 
their m·m volition and their own money, they have built a 
club house for social and athletic activities. In addition, 
a plant newspaper has been started by five employees. It 
has grown rapidly and at present gives full coverage to 
trade news and plant personalities. This group worked with-
out renumeration on the 11 house organ" before its expense 
was assumed by the company. The stated purpose of the news-
paper is to integrate the plants diversified and distant 
departments. This is to a large extent the only contact 
offered many of the employees. Department employees, as 
reporters, have accepted assignments in order to offer 
complete plant covel'"'age. The employee club-house is rented 
to local group meetings , and activities. The proceeds are used 
to buy sporting equipment for company sport teams. 
The foreman has the responsibility to hire and fire 
personnel. If a problem is deemed important enough to 
war r ant conference with management, an appointment is made. 
Their advertising program is extensive. Advertising 
preparation is handled by the company architect. It is felt 
by ma nagement that the architect is closest to the companies 
interest. This company is interested in the New Engla~d 
market primarily. For this reason their trade magazine and 
highvray association bulletins use New England in scenes for 
background . 
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At the end of the fiscal year a market survey of the nex t 
years business is attempted.. They contact current ac counts to 
inquire into their needs for the coming year. A trend study 
is undertaken in order to appraise future sales volume. 
Then they consider carry-over orders into the next year a nd 
predict the coming years business success. · 
A production control group is appointed by management 
t o discuss production problems. At their monthly meeting 
t hey a lso consider complaints of employees or suggestions of 
employees. 
On the company grounds a school is maintained for 
employees. This is not a promotion rating school. The 
study material, by course assignment, is concerned with 
specific types of job classification. No records of 
attendance or grades attained are kept. However, at the 
end of a 11 semester " a textbook is made of the ma ny lectures. 
The employees are encouraged to attend these school sessions. 
The complete set of lectures is offered to all who are 
interested. The Lincoln Plan, nationally accepted plan to 
determine; 1) employee proficiency at work, 2) cooperation, 
3) general attitude is used and points are given accordingly. 
This measure is enthusiastically received by employees. 
Decisions on promotions are made by Promotion and Production 
Board. This group is composed of Management and Labor. 
Anticipated Results 
This company feels that they have no specific Public 
Relations problems and feel self-equipped to handle all types 
of situations. They advocate employee self-government to a 
reasonable extent. It i:s their impression that harmonious 
relations are attained because management recognizes the 
employees as individuals. Employee club and company news-
paper provides good internal Public Relations. 
Budget Alloca.tions 
The.re is no set Public Relations or Advertising budget. 
Commurity Responsibility 
Management level takes part as individuals in Co~unity 
Chest work. They encourage employees to follow their example. 
Their vice-president is active in the Smaller Business Associa-
tion of New England. Company president is president of 
Smaller Business Association of New England. 
Professiona~ Responsiblity 
The company president is active on the advisory level to 
Government construction programs. 
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Company F 
Thi s insurance company employs 250 people. The company 
feels that Public Relations means proper personnel policies. 
For this reason its' concentration is on their own employees, 
i.e., internal Public Relations. 
A grievance committee composed of five members is main-
tained to handle employee relations problems within the organi-
zation. This group sits in judgment on problems ranging from 
amount and choice of vacation periods to the ever controversial 
11coffee break". It is thought that if employees may freely 
discuss their problems with fellow employees emotional situa-
' 
tions may be avoided. If the problem cannot be resolved on 
this level the chairman will take it to management. Elections 
to this committee are held annually by employees. All have 
the right to vote regardless of position or length of service. 
Examples of discussions handled by this committee are longer 
lunch periods, lunch room for employees, proper rest room 
accommodations. As a result of this committees' effort many 
benef its have been gained. It is thought that this offers a 
feeling of security t~ the employees in that their problems 
are always considered and, vTherein possible, resolved. 
Suggestion boxes are placed throughout the many divi-
sion offices. These suggestions are reviewed by management 
regularly. If a sensible suggestion is used, credit is given 
to its owner on the company bulletin board. Each suggestion 
if signed is discussed with the person making it in order to 
point up its merits or demerits. 
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Exit interviellS are used when employees give notice 
of resignation. This is done to find out the reason for 
termination. If something can be done to retain the employee 
it is attempted. This procedure allows management to better 
understand employees thinking. For many years the company has 
sponsored bowling and skiing teams feeling that a group that 
plays together stays together. 
Their external Public Relations is extensive. It is 
called 11 customer service". A personal accounts division is 
sponsored to acquire business information for its clients. 
This is a courtesy service in that helpful information other 
than insurance is acquired. The policyholder benefits a 
great deal in that he is aided without charge. Naturally 
this is an occasional type service and must be offered with 
discretion. 
Personal letters signed by the company president are 
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sent to the expiring policy holder. Expression of appreciation 
for past business is made and a request to be of further assist-
ance is offered. A valuable Public Relations service is 
offered at time of death of the insured. All death claims 
a re a ck:nowledged personally by contact representative. vfuile 
at the home of the bereft this representative offers general 
services such as funeral arrangement or notifications of 
relatives without charge. Personal courtesy at time of need 
does much to enhance the prestige of the company. 
The larger accounts are entertained discreetly during 
the year depending upon their preference to type of 
entertainment. This is handled by salaried company repre-
sentative rather than the agent who originally solicited the 
account. The reasoning :fbr this is that it strengthens the 
bond bet\-Teen company and customer and yet maintains a 
businesslike or professional relationship with the client. 
Anti cipated Results 
Dignity is the ultimate objective of the company's 
Public Relations effol~ts. It feels that a n insurance company 
is in a most competitive position and as such must strive to 
offer a more appreciated and highly personalized service. 
This has been shown by the natU1~e of their operation. It 
is anticipated by this company that if your employees are 
treated and respected as individuals your operation "'fill 
offer more solidarity. Following this philosophy through to 
the customer level if you are considered a friend in need, 
you will then be considered a friend indeed. This attempt 
to personalize their every contact has done much to increase 
the volume of new business. 
Communit.y Activity 
Members of management have been very active in fund 
raising a ctivity for community betterment program. As a prac-
tice they restrict their volunteer efforts to fund raising. 
Thi s is because they feel they are of greatest assistance in 
this area. Although they encourage their employees to partake 
in community activity whenever possible, no strong requests 
f or this service are ever made. 
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Professional Affiliation 
This company is very active in its own technical trade 
circles. There is no other affiliation in practice at this 
time. 
Budget Allocation 
There is no specific allocation for Public Relations. 
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CHAP'.rER IV 
PROPOSED PUBLIC RELATIONS PRO .f FOR THE St. LLER BUSINESS 
.ASSOCIATIO l OF NEW ENGLP..ND 
is not simple to humanize corporate entity, this 
is pr ble.m of Public Relctions. To translate t he cold fact s 
of p eduction information into w r.m interesting reeding 
material, calls for professional ability--coro~un1cation 
be ween customers and one business or business in gencr 1 
and i ts many publics is the ch llenge that faces us t oday. 
Th &na.ller Business Association of r.rew England· is at 
present a group of about. 700 businessmen banded together to 
a ttain a co~ on goal. Tho success of the associ tion will 
depend, i_ large part , on the.desire of its m 
Ney Engl and and the n tion of its efforts and 
bc1 .. s to inform 
ccomplisbmen s. 
rfhis infor.mation must b released c mpetently and consistent! 
to enable the publ:lc. to properly understand the ller 
Business As.sociat1on of New England o 
U son-1 alker-Court· - a ubl i c Relations organiz t ion -
can ofrer technical assis t ance to the Association. This 
a ssistance ould inc lude preparation of' brochures and s les 
boolclets •• l"adio and televisio11 coverage •• • local newspaper 
rclea. es r~ f'e tUl'e storieso •• organizational a ids for member-
ship recruitment .o .a ssista.nce lith Monthly Bulletin public -
t ion o • • overall ssistance in program plannin.~ and speech 
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writing and integration of many association activities. 
From our review of the Association's needs in Public 
Rela tions we feel that attention should be focused on the 
following points: 
Membership 
It is most important to check on resignations in order 
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to determine why members have resigned. The results of these 
"Exit Interviews 11 should be tabulated and discussed individually 
at Director's monthly meeting. It is poor policy to attempt 
to get new members when an organization does not know exactly 
why established members have resigned. Perhaps these find-
ings on resignations will aid in more successful recruitment. 
Certainly a decrease from 1200 to the present 700 members 
ca lls .for immediate action. 
Sub -Area Organization 
If volunteer State chairmen were used, the Association 
would become closer knit. ~uite often problems arise that 
can be best handled locally. Amore personalized approach 
would result if local people were sitting in on discussion. 
This appraoch would perhaps interest the very small business 
operator who does not have the time nor inclination to bring 
his problem to Boston. Recruitment would be easier and per-
haps more successful if new members were approached by their 
fellow tradesmen. The mutual appreciation of common problems 
is vital to trade association recruitment. Assistance to local 
chairman could be given by Association sales representatives 
when requested by State chairmen. This would permit better 
use of time by Sales representatives. 
Evaluation of Membership Recruitment 
We mi~~t survey a given time period in order to consider 
the number of nei-l accounts opened up by your Association's 
Sales representatives. The cost of gaining new accounts might 
be ascertained by determining the total amount of money spent 
e.g., salary, commissions and expenses for a month's period 
and comparing it with the total dues payable as new accounts. 
Progress reports shovTing the number of companies contacted 
would show ratio of new accounts received against number of 
calls made. 
It might be well to analyze the method used in 
soliciting new accounts. The present method of mailing 
invitations to a "Dutch treat luncheon" does not seem to 
be the most effective ... many businessmen do not want to 
interupt their business day for a luncheon--especially one 
that is exploratory! Evening meetings might produce better 
attendanc e. Methods of follow up might be studied to deter-
mine degree of sales success. New England has about 86,000 
smaller businesses. Of this group 35% or about 28,000 are 
manufacturing industries. Since a large number of the present 
700 members are in manufacturing this figure of 28,000 cer-
tainly appears to be a fertile field~ Membership has dropped 
from 1200 to a present 700. 
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The Association Publication 
It is necessary that the publication be released within 
the same week or, if possible, on the same day each month. 
Needless to say a publication dated April and released in May 
has little news value. The reason for the late release date 
and the questioned readership appeal of contents are two 
important current problems. 
Publicit y 
Smaller Business Association of Ne~ England should not 
be in its present position with the newspapers. It has been 
reported that the Executive Secretary must go to each 
individual newspaper office personally in order to get a 
few lines of coverage for your Annual Event. This shows how · 
much work is needed to develop "press prestige." 
A television station in Boston and a radio station in 
Worcester have requested information on Smaller Business 
topics to be used for panel discussion. Such panels could 
have been spotted on Public Service programs. Here was an 
opportunity to tell New England about the Smaller Business 
Association of New England, its plans and problems. Since 
the opportunity wa.s not grasped--~it has not been repea t ed. 
We at N-W-C could prepare and secure coverage on radio 
and TV for newsworthy materials. News releases to local papers 
could do much to aid recruitment and to further the under-
standing of your organization. At_ the city and town level TV 
coverage is most important since Panel Discussions are an 
excellent medium to deliver a message. 
In conclusion, it is felt that N-W-C could direct 
and cool"'dinate a public relations program which ifOuld improve 
the climate of opinion in which the Association operates. 
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CHAPTER V 
RECOMMENDATIONS .AND CONCLUSIONS 
The Association 
Since this thesis topic is on members of the Smaller 
Business Association of New England it would seem appropriate 
to consider, at this point, the organizational structure of 
the association itself. During the past few years its 
membership has dropped from 1200 to 700 members. This is 
truly a problem of Public Relations. One cannot answer 
the why of this situation without first considering various 
1 policy measures of the association. 
The salaried staff is composed of an Executive Secretary 
and r eceptionist with offices in Boston. Until recently 
there were two membership salesmen assigned to cover the New 
England territory. This six state work load did not prove 
fruitful. They are no longer retained since there vas little 
gain f rom t heir efforts. This solicitation expense was cost-
ing the association over $200 a week and, on the average, 
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En~losed in Appendix is Public Relations Program 
submitted by this writer upon request of a director of 
S.B .A.N .E. 
returning between 10 and 15% of this investment. At present 
there is understandable anxiety shown by the board of directors 
concerning their greatly decreased membership. 
An annual meeting is held for all members in Boston. 
This is a combined business and social occasion and is the 
only official contact offered to general membership~ The only 
other official communication is through the association news-
paper. This is a monthly publication that is usually released 
late and, for this reason has little news interest. It is 
quite apparent that a member can have little respect for his 
companies publication when it is literally "behind the times". 
It is edited by the executive secretary of the association. 
Feature articles and stories are requested from members. 
This writer was in contact with many association 
directors during the preparation of this thesis. Many advanced 
the theory that sub-regional meetings, sponsored by local 
chairmen, would do much to bring local membership together. 
At present there is a dual problem, namely, how to get present 
members together more often, and how to recruit new members. 
If sub-al~ea chB.irmen were used it would personalize the 
r ·ecrui tment effort. Present members might personally solicit 
new _members. They could specify the benefits galned from their 
point of view. In addition there are quite often problems 
that can best be resolved at the local level. Organization 
by city and towns would encourage the truly small business-
man to develop the "team concept" approach to local organiza-
tion. As the association now operates it is necessary for a 
member desiring assistance with a problem to go to Boston and 
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discuss it with the Executive Secretary. This sltuation 
presents many problems. Quite possibly the Executive Secretary 
might be out of town on business at the convenient time for 
the association member. In addition to this we may now con-
sider the value of t he personal relationship. The personal 
acquaintance which would be more possible on the local level 
would encourage discussion. The truly small businessman could 
feel with good reason that his neighbor might best understand 
his particular problem. There could be quarterly meetings 
attended by local chairmen. If it were practical this group 
could have as its leader a regional or state chairman. This 
organizational structure would offer individual state repre-
sentation . It seems fair to assume that problems peculiar 
to one state might be better handled in this manner. Since 
the directors of this association are spread throughout the 
six Nelf England states it would enable them to keep their 
fingers on the pulse of association activitaes. Problems 
that could not be resolved on a local level could be brought 
up at quarterly or semi-annual meetings. Perhaps more general 
confidence in the association would be evinced if cohesion of 
this kind were possible. 
Membership resignations are important from the financial 
and psychological viewpoin~i A reduction of 40% certainly does 
not contribute to stability. If it could be determined 
specifically why members have resigned much could be done to 
stabilize present membership. It is the policy of the associa-
tion now to expect the Executive Secretary to trace the reason 
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for each reslgna tion. HovTever-, this can become quite imprac t ical 
when resignations come from six states and so many other capa-
cities are expected to be filled by this one person. A strong 
argument for regional chairmenships would be the proximity 
to the resigning member. The need for a solution to this 
particular problem is still unfounded, but its need is 
continually becoming more acute. 
Publicity is a definite need of this association. At 
present the only event in the annual calendar that is covered 
is the annual banquet. This coverage is not offered by the 
local papers --- it must be sought. Offers have been made 
by New England television stations to publicize its efforts 
on Regional Public Service Programs. These free offers for 
practical publicity were not taken advantage of and, as a 
result, have not been repeated. It is obvious that great 
benefit could be derived from proper radio and television 
coverage. Proper news releases could be placed strategically 
throughout New England. If regional meetings were held,local 
papers would quite likely be interested in following develop-
ments. There are many trade magazines in Nevr England and out 
of New England that would vTelcome a vTorthwhile story. This is 
an organization that could be dynamic but presently seems 
burdened with inertia. 
The method of present membership recruitment merits de-
tailed consideration. Luncheons are held periodically in an 
attempt to recruit new people. The office staff of the associa-
tion selects names from a business directory and writes to them 
announcing the coming luncheon. This is truly cold canvassing 
as these people are unknown at this point. Wbite it is true 
that local members are asked to bring an associat~ very rarely 
is a new member gained from this approach. This invitation 
is to a "dutch treat" luncheon intended to explain the benefits 
of membership. ~uite often the person receiving this invitation 
knows . nothing about the association or the people sponsoring 
the luncheon. As e. result he has little interest in attending 
this function! One may wonder what the reaction of the 
stranger is when invited to a "dutch treat meal" sponsored 
by an industrial association. It is this writer's feeling that 
while ltmcheon recruitment has a limited appeal the invitation 
~o dinner appears much more practical. It is quite likely 
that a man would not want to interrupt his business day for 
a two hour luncheon. In many cases this would require not 
only a change of apparel but also that of work programing. 
Many benefits in this area can be cited if organized regional 
recruitment were undertaken. If regional chairmen were used, 
an invitation to these business meetings would have more 
personal appeal. Perhaps a local speaker might be used. His 
topic might well be one of local interest. It has been 
demonstrated many times that if a respected citizen is active 
in a trade association and can be relied upon for business 
confidence, many new members have joined his organization. 
Membership can become contagious without becoming infectious. 
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' 
The Individual Member at Present 
While it is true that a small business cannot afford 
its own public relations department it can benefit by the use 
of governmental aids. No longer must a businessman pay high 
subscription fees for market reports and other business litera-
ture. The United States Chamber of Commerce through the govern-
ment printing office offers many pamphlets and booklets~ with-
out cost~ which provide up-to-date business information. Many 
New England small businessmen have shown a great interest for 
this information. 
Large companies are quite often willing to give assist-
ance to their small business customers. This can take on 
many for.ms. An example of this aid would be the Butler 
Company of Chicago which the author referred to earlier in this 
thesis. By helping their customers with their public relations 
problems they are enhancing their own prestige. This aid quite 
often results in larger sales orders for the supplier. Ex-
amples such as this bear out the fact that proper public 
relations is a ''two way street". 
' ' 
Throughout New England~ Busines Development Councils 
are sponsored by the individual states. While the genera,l 
purpose of these organizations is to induce new industry to 
their states, they also have Divisions of Information to 
assist businessmen presently within their states. The informa-
\ 
tion offered covers many areas that would do much to instill 
a much needed understanding of public relations into the smal l 
businessmen of New England. 
61 
Since The Smaller Business Association of New England 
is not able, at present, to offer public relations assistance 
to its members it is necessary that the small operator 
contact other sources for aid. · There are many tools of public 
relations avialable to the small businessmen in New England. 
However, until the businessmen are aware of the availability 
of this information, until they lcnow that tools are available 
for their specific purposes here in New England they can't 
collectively or individually improve their present position. 
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APPENDIX 
DOMESTIC SERVICE 
Check the class of service desired; 
otherwise t his message will be 
sent as a fullrnte telegram 
FULL RAT E 
TELEGRAM SERI AL 
NIGHT X LETTER 
NO. WDS.-CL. OF SVC. PD . O R COLL. 
WESTERN 
UNION 
CASH NO. 
W . P . MARSHALL, PR ESIDEN T 
CHARGE TO TH E ACCOUNT OF 
American Association of Small 
1 Balter Build. 
Send tM following messag~. subject to the te,ms 011 back Mreof, which tJre hueby agreed to 
The President 
The White House 
Washington, D. c. 
New Orleans, La., March 11, 1954 
1211 
MAR 1 5 1954 
INTERNATIONAL SERVICE 
Check the cla8s of service desired ; 
otherwise this m""""&'e Will be 
sent at t ho full rate 
FULL 
RATE DEFE RRE D 
N IGHT 
LETIE R 
TIME FILED 
~lions of small businesses are being further penalized because the Congress is 
continuing the thirty per c~nt tax on small corporations under twenty ·five thousand 
dollars. This tax was scheduled to go back to the for.mer low level on the first of · 
April. Large corporations and individuals have both received benefits in tax reductions 
but the small businesses the largest segment of our econOJrJy in which over forty million 
psople are engaged are being neglected. The excise tax on liquor, beer, wine, cigarettes. 
automobiles, gas, trucks and buses should be reduced or eliminated because it affects 
the living standard of the small businessman and those dependent upon him for support. 
Small businesses are being taken advantage of while big businesses and monopolies with 
large lobbying expense accounts are getting every consideration they request. No group 
industry or business should be taxed while others just as vital to the welfare of our 
country receive special true concessions. Please bear in mind that one of the best ways 
to reduce the budget is to reduce the taxes. Reply to this telegram expressing your views 
coucerning the present program of tax reduction will be appreciated. Copies of this 
teleeram are being sen~ each United States Senator, newspapers in every state of the nation 
and members of the House Ways and Means Committee. 
Joseph D. Henderson, National Managing Director 
American Association of Small Business 
431 Balter Building 
404 St. Charles Avenue 
New Orleans, Louisiana 
WESTERN 
I 
The President 
The 1fhi te :House 
Washington!, D. C. 
UN I 0 N 
American Association of 
3na.ll Business 
431 Balter Building 
New Orleans, La., 
March 11, 1954 
I Millions of small businesses are being further penalized 
because Co, gress is continuing the thirty per cent tax on 
small corporations under twenty five thousand dollars. This 
tax was scheduled to go back to the former low level on the 
first of April. Large corporations and individuals have both 
I 
received benefits in tax reductions but the small businesses 
I 
the largest segment of our economy in \-Thich over forty million 
people are engaged are being neglected. The excise tax on 
liquor, beJr, wine, cigarettes, automobiles, gas, trucks 
and buses, \should be reduced or eliminated because it affects 
the living standard of the small businessman and those 
dependent upon him for support. Small businesses are being 
I 
taken advantage of while big businesses and monopolies with 
I 
I large lobbying expense accounts are getting every considera-
tion they ~equest. No group industry or business should be 
taxed while others just as vital to the welfare of our country 
receive special tax concessions. Please bear in mind that one 
of the hest ways to reduce the budget is to reduce the taxes. 
Reply to this telegram expressing your views concerning the 
present program of tax reduction will be appreciated. Copies 
of this telegram are being sent each United States Senator~ 
newspapers! in every state of the nation and members of the 
House Ways and Means Committee. 
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Joseph D. Henderson, National Managing Direc t or 
. ' 
.American Association of Small Business 
431 Balter Building 
404 St. Charles Avenue 
New Orleans~ Louisiana 
SMALLER BUSINESS OF AMERICA, INC. 
406 Euclid Ave. Cleveland 1~, 0. 
Statement of Policy re 
SMALL DEFENSE PLANTS ADMINISTRATION 
We recommend that the life of Small Defense Plants 
Administration be extended for one year from July 1, 1953 t o 
June 30, ~954; that the operations be carried on in such a 
manner that there be discontinuance of duplication by other 
government\ agencies; that the basic principles as stated in 
the origin\ 1 act be followed; and that an operating budget 
as economical as possible be set up for administration, 
keeping in\ mind the following matters: 
I. !Personal contact is the best way to solve problems. 
Therefore, small offices vTith authority should be 
placed within reasonable traveling distance for 
the small businessmen throughout the nation . 
These offices need not be able to answer all the 
problems, but should be able quickly to get the 
\answer from either their own agency in Washington 
\or some other government agency, so as to eliminate 
las much difficulty as possible in operation. 
II. Duplication by other government agencies should be 
eliminated. 
III. 'The agency should assist small business in 
rrranging financing through local banks or through 
I 
R. F. C. 
I 
' 
I V J The small businessman urgently needs current 
v. I 
I 
VI .I 
information on military procurement and ot her 
government purchasing. 
Much can be done to stimulate the formation of 
pools or groups of sub-contractors. 
The agency should have the power actually to 
direct the placing of a portion of government 
contracts into the hands of small business. 
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